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Key campaign elements

A set of consistent elements to
help build a strong and memorable campaign.















Key visuals



Cause-led

*BU can choose other

Just one of the many ways we
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Participation-led
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Driving customer
awareness
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shop at watsons.com.hk
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Website carousel

SR,
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Product/category
Integration




Category/product Each BU could consider curating a These are examples for Watsons,
group of products that tie into the theme Including oral health products and

Themed product of 'smiling’, and constructing themed lipstick.

curations category promotions or messages

around those products.

[ntense Maisturising
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integration
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Integration
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Kruidvat 50 extra points with every beauty
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watsons

PROMOTIONAL
THEMATIC OR
THIRD PARTY AD
Promotional SEHII)
| extra points
BU’s can attach campaign on summer essentials 3

messaging to their points-related
promotions, asking customers

to donate their points to the appeal. - - -
This can take the form of a strip

at the bottom of a promotional ad.

Lorem ipsum dolor sit gived

amet, consectetur adipi d
scing elit. Maecenas
ac sodales ftellus.
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Member comms
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Own-prand and merchandise



Own-brand We can use a repeating pattern

Hvaiene masks of our smile graphic as the
Y9 design for the mask.

Option 1

FRONT BACK

givea

Operationg)Smile

DOUBLE SIDED TAB
We can have a tab that
Includes our three
campaign logos.




Own-brand Using our campaign symbol

Hygiene masks and campaign headline as
: the repeating pattern.
Option 2

89
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TAB
, a% We can have a tab that
o N o \ Includes the Watsons

and Operation Smile logo




Own-brand Our campaign symbol and colour

Reusable masks give our own-brand masks novelty
and desirability.

FRONT BACK

givea

Operationg)Smile

DOUBLE SIDED TAB
We can have a tab that
Includes our three
campaign logos.

SUBJECT TO SIGN OFF




Hygiene mask stand
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Themed ‘Smile Packs’




Collectible totes / gift bags




Colouring Book

A.S. Watson Group
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Stickers



In-store promotional
mechanics



Promotions
Product stickers

To drive own-brand purchase,
BU’s can use a simple pink
sticker device holding the
points donation mechanic.

For instance, every product
with a pink smile sticker Is
worth 10 extra points — which
the customer can either collect
or donate to the appeal.

WQLsons ~ double
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These messages are
representative only. Each
BU should decide on their
exact points donation
mechanic and messaging.
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BU’s to decide on their precise
POS promotional mechanic and messaging.

SIT AMET,
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#igiveasmile

Other ways to build awareness and encourage
participation in the campaign



Campaign endorsement

BU’s could approach their brand
ambassadors to add their welght
to the campaign. « .
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Smile photofilter

A.S. Watson'’s individual BU’s
to explore which social media
filters are most

appropriate/easy to use.

'ﬁl- I@H Jackie Chan updated
N

Change your profile picture to give your smile
and support children with cleft lip.

BU can consider adding
BU icon on the filter

-
-
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1,000,000 Smiles target

Kruidvat
4

Operationg)Smile

If we reach
1,000,000 smiles,
A.S. Watson will

launch a new
surgery mission



Chain of Smiles




Experiential



Kids fun zones

Entrance costs
the parent 100
points, which go
towards the
cause.




At the Missions



‘Smile Makers’




Mission activity
Children activity book

Children are given activity books
and pens to play with.

The finished pictures are used
by BU’s in advertising and

online to generate awareness
of the campaign.



Backdrop and banner
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BU adaptations

The strong visual style in this document will automatically give
this campaign stand-out from BU’s everyday comms.

Individual BU’s will be able to sub-brand the campaign through simple logo
lock-ups and copy adapts. This Is summarised In the following pages.



BU lock-up
Overview

dogood Operation@Smile
feel great.
Individual BU BU logo Charity logo

CSR message

IFABUDOESNTHAVE ACSR MESSAGE WE SIMPLY USE BU LOGO + CHARITY LOGO



Different brand examples




When to use a CSR strapline
Participating BU’s should decide when it is appropriate/possible to
incorporate their own CSR strapline. As a general rule...

Campaign Tactical

CSR straplines should appear in For comms that are not directly
cases where the appeal is the appeal-related (eg product or
primary message, to draw the link category promotions), BU's may
between ‘give a smile’ and the BU’s decide not to use the CSR strapline.

overarching CSR strateqgy. For There may also be lack of ava_ilable
Instance, in print advertising that Space or too many competing
drives awareness of the appeal. messages.

USE CSR STRAPLINE CSR STRAPLINE OPTIONAL



BU’s should decide (on a case-by-case
or market-by-market basis) whether

to use English language, local language,
or a combination of both.

BU translation examples

English and Chinese — English Chinese — Full translation French — Full translation

headline with translation
underneath



ASsets



Typefaces

Supporting headline and body copy

This Is an A.S. Watson typeface.


https://www.myfonts.com/fonts/fenotype/big-fish/casuals/

lllustrations
Usage

Ready to use Children images (to be updated)




lmagery
Usage

Stock images (need to be purchased) Supplied and selected

TO BE UPDATED
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